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Stop Wasting Time Playing Online

Choose the right sites 

DIY if you have more time than $ 

Hire if you have more $ than time 

Check the ROI to see if it’s worth it 

Revise your approach

Part I

Part II
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Arm Yourself 
k

3

Rules of  
Engagement

Contacts

Images & A/V

Visual I.D.

Keywords

Descriptions

URL’s

Messaging
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Don’t Do

Be careful what you say 

Don’t be sell-y 

Balance exposure and expression 

Don’t fake it 

Don’t swear 

Don’t be too personal

Who will do the talking? 

Ground rules 

Be natural, informal 

Be interesting, informative 

Be the expert, helpful 

Keywords

Code of Conduct
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Battle Strategies
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Attention/AwarenessA

D

A

I Interest (WIIFM)

Desire (Why You?)

Action

Social Sitings

Social Engagement

Dialog  
Conversations 
Evangelizing 
Interactions
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k Awareness Engagement

Audience
Doesn’t know you 

Not in your networks
Knows You 

In your networks

Objective
Drive traffic to website

Comments 
Conversations 

Sharing

Social 
Tactics

Join networks/groups 
Attract bloggers 

Comment on blogs 
Get reviewed

Posts on social networks
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Charge!
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Create Profiles

1. Write for your audience & your objectives

3. Invite the right people

2. Fully fill out your profile
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Build Awareness

Join niche groups: 

Geography 

Interest 

Demographic 

Activity 

Affinity

11

Participate

Tag

Create 
Profile

Converse

Post a 
Message

Submit 
Content

Blog

Join 
Group

Review Vote

Write for your audience  

Blog 

Comment 

Catch attention 

Answer questions 

Demo your expertise
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Buried Treasure: Site Swag
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Axiom 1: 
Post about them, not you.
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Axiom 2: 
Post things they’ll share
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Knightly Ideals
What do they know or believe?  

What will resonate? 

What key points will you make? 

What are they talking about? How 
can you contribute to the 

conversation?  

Clarify, educate, inform, assist, 
entertain, support, commiserate...
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Images = 10X more engagement
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Axiom 3: 
The game you play 

depends on the sandbox

k
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Facebook is for Entertainment
Videos 

Cats, Dogs, Puppies, Kittens, 
Food 

Controversy 

Motivational messages 
Sense of belonging 

Suggestions/recommendations 

What they want from a 
business? Discounts, freebies, 
contests, events, response to 
compaints, etc.
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LinkedIn is for:

Market intelligence 

Recruit talent, find resources 

Connections 

Info about opportunities 

Tools for saving $ and/or time
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Take Measure
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www.cyberalert.com/blog/index.php/brands-struggle-to-measure-social-media-marketing/

Vanity metrics

Better

$$ in the bank
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If you're spending 20% of 
your week on social 

media, you should be 
getting 20% of your 
weekly traffic from it. 
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Case Study

Wow!
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Social Sites Compared
Manta Beats Facebook and Linkedin?

1.3% of 
manta 13,043 

views
Awareness Quality
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Take Aways
Know who your 
customer is 

Understand their social 
activities, what sites 
they use and why 

Treat awareness and 
engagement differently 

Choose the right places 
to participate 

Take advantage of all 
they offer 

Track ROI in the context 
of other marketing 
activities
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A Big Picture Approach to Small Business™

206-335-5929 
info@blockbeta.com 
www.blockbeta.com 

Twitter.com/robbinblock 
Facebook.com/Blockbeta

July 21st  
Measuring Social Media’s Value with Google Analytics 

at General Assembly, Seattle. Visit our events page to learn more.
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